Adm 1300 final notes
manager as planner and strategist 
Planning: identifying and selecting suitable goals and courses of action
Strategy: cluster of decisions— what goals to pursue, actions to take and how to use resources to achieve goals.
Planning 
3 step Planning
· Determine organization’s vision, mission and goals.
· Vision statement: broad declaration of big picture of organization— statement of its dreams for the future.
· Mission statement: organization’s purpose that identifies products and customers. Distinguishes from competitors.
· Asks “Who are the customers?” “What needs are being satisfied?” “how are we satisfying customers needs?”
· Goal: desired future outcome that an organization strives to achieve:
· Formulate a strategy
· Analyze organization’s current situation, conceive and develop strategies necessary to attain its missions and goals.
· Implement a strategy
· Managers decide how to allocate resources and responsibilities required to implement the chosen strategies among the individuals and groups in the firm. 
who plans?
· Corporate Level Planning
· Corporate level plan: top mgmt.’s decisions, in relation to firm’s mission, strategy and, structure. 
· Corporate level strategy: indicates the industries and national markets the firm is to compete in.
· Division/Business Level Planning 
· Division: business unit has separate managers and departments/functions to compete in a distinct industry
· Business level plan: divisional managers decisions relating to divisions’ long-term goals, overall strategy and structure.
· Business level strategy: indicates how a division will compete against rivals in the industry. 
· Functional Level Planning 
· Function: Unit or department, people with same skills or use same resources to perform tasks.
· Functional level plan: functional managers’ decisions relating to goals that functional managers propose to pursue to help division reach business-level goals.
· Functional level strategy: indicates how a function will achieve its goals. 
All of these must be consistent with one another! Functional should be consistent with Business, which is consistent with Corporate, therefore all consistent and linked! 

why Planning is important
· Allows mangers to take part in decision making for appropriate goals and strategies.
· Gives sense of direction and purpose  managers know whats important, and controls the effective use of resources
· Co-ordinates managers of different functions and divisions, ensures they work together to achieve goals.
· Managers will be motivated to do their best to make sure goal is achieved, since they know what they are responsible for.
effective planning
· Unity: only one central, guiding plan should be used at a time
· Continuity: Plans are built, refined and modified so all levels fit together
· Accuracy: managers need to make every attempt to collect and use all available information at their disposal in planning process
· Flexibility: plans should be altered if the situation changes. 
Ensures that multiple goals and plans do not clash and cause confusion. 

Strategy 
Strategy formation: analysis of organization’s current situation followed by development of strategies to accomplish organization’s mission and achieve its goals.
SWOT analysis:
· Strengths. Weaknesses. Opportunities. Threats. 
· Characterize present state of organization, consider how strengths can overcome the weaknesses. 
· Identify potential opportunities (take advantage) and threats (prevent) in environment

michael porter’s five forces model:
· Level of rivalry
· Potential for entry in an industry
· Power of suppliers
· Power of customers
· Threat of substitute products
Planning and Implementing Strategies:
· After SWOT analysis, these steps allow you to implement your strategy:
·   responsibility for implementation to proper individuals/groups
· Develop an action plan that dictates how the strategy will be implemented
· Establish a timetable for the implementation, with precise and measurable goals.
· Allocate appropriate resources to responsible individuals/groups
· Hold specific individuals/groups responsible for reaching corporate, divisional and functional goals. 
















managing organizational structure 
The Management Process: series of activities which allow business to achieve their goals; involves planning, organizing, leading and controlling 
Organizing: using existing resources to implement the plan. Arranging jobs to create an efficient task system within the firm. 
Functional Structure:
· Structure composed of all departments required for production of goods.
· Pro’s: 
· Ability to learn from one another
· Managers can monitor and evaluate performance easier
· Allow managers to create set of functions they need for scanning and monitoring the task/general enivironment.
· Con’s:
· Organization’s growth can make functional structure less efficient and effective.
· Managers in different functions have difficulty in communicating and co-ordinating with one another.
· Functional managers become preoccupied with own department rather than organizational goals. 
Divisional structure
· Goal: create smaller and more manageable units within the firm.
· Three forms:
· Product — divided specific of product/good provided
· Geographic — divided specific to location of operation
· Market — divided according to type of customers focused upon
Tall & Flat Organizations
· Tall: many levels of authority, organization’s structure less flexible, difficulty of communicating
· Flat: fewer levels, results in quick communication however overworked managers.
Minimum Chain of Command
· If organization is too tall, managers can redesign organizational structure and reduce number of managers. 
Centralized and Decentralized Authority
· To keep organization flat: decentralize authority, top managers give lower levels responsibility to make important decisions = less slow and distorted communication
· Pro’s: Allows firm and employees to remain flexible, as it might grow and become tall
· Con’s: lack of communication among divisions = loss of synergies, certain authority-given divisions/functions/teams might pursue own goals at expense of firm’s.
Time Management Skills:
· Paperwork — prioritize documents
· Telephones — screen calls and return only important ones at certain times
· Meetings — have clear agenda, start and end on time, stay focused
· E-mail — use only for important timely information!


















organizational culture and change 
Organization Culture: System of shared meaning, determines how employees act. Distinguishes one organization from another. Controls individuals through shared values, norms and expectations.
Factors of Creating a Strong Organizational Culture
· Values of Founder
· The founder and their personal values and beliefs have a large influence on the values, norms and standards of behavior that develop within an organization.
· Hire managers that share their vision
· Organizational Socialization
· Process where newcomers learn firm’s values and norms and acquire work behaviours necessary to perform jobs effectively.
· Members learn from each other what values are important.
· Helps employees learn values, norms and culture of their organization.
· Ceremonies and Rites
· Formal events that recognize incidents of importance
· Rites of passage, of integration, of enhancement  transmit cultural norms and values to members
· Passage	: How one enters, advances or leaves
· Integration: office parties etc. of company success that builds and reinforces bonds
· Enhancements: public recognition of employee contribution
· Stories and Language:
· Stories provide clues about values and norms
· Slogans, symbols and jargon helps employees know expectations while bonding.
What is change?
· Alteration of firm’s environment, structure, technology, or people
· Change agent: person who initiates change
· External forms: market place, labor markets, technology
· Internal forms: corporate strategy, workforce, technology, employee attitudes 




communication, conflict, negotiation
Communication: transformation of information from one person to another, more than words; facial gestures, feelings, voice inflections. 
Organizational conflict: lack of agreement amongst individuals, when goals, interests of others clash.

Communication Process:
· Consists of two phases: transmission and feedback
· 1. Sender starts transmission by deciding what info to share
· 2. Sender encodes.
· 3. Message transmitted through medium to receiver
· 4. Receiver interprets and tries to decode. (feedback begins)
· 5. Receiver decides what message should be sent back, encodes, transmits through medium.
· 6. Message is received and understood.

barriers:
· Hearing what you want to hear
· Halo effect — personal traits influence judgement
· 500 words have 14000 different meanings
· Different meanings per person
· Jargon
· Credibility of source
· Bias
Overcome barriers
· Utilize feedback and use many channels
· Proper timing of messages
· Direct, simple language
· Reinforce words with actions
· Face-to-face 
· Be sensitive to audience 
active listening
· Make eye contact
· Exhibit affirmative head nods and appropriate facial expresions
· Avoid distracting actions or gestures 
· Ask questions
· Paraphrase — say what speaker said in your own words
· Don’t over talk
· Make smooth transitions 
Conflict management strategies
· two degrees: assertiveness (self concern satisfaction) and co-operativeness (other party concern satisfaction)
· Avoiding — withdraw from conflict
· Competing — person satisfies own interests, no regard to other party
· Compromising — engaging in give and take exchange
· Accommodating — one person pleases other person
· Collaborating — each party satisfies goals without concession

























organization control 
Controlling: process managers use to monitor efficiency and effectiveness of goal achieving. 
Operating Budget: blueprint of available resources and how managers should go about using them to achieve goals efficiently.
Steps in organizational control
· Establish standards of performance — use standards of performance, goals or targets to evaluate performance. measure efficiency, quality, responsiveness to customers and innovation.
· Measure actual performance — measure outputs that results from behaviours of members, or behaviours themselves.
· Compare performance vs standards
· Evaluate result, take corrective action if necessary
Culture & managerial Action
· Organizational culture affects how managers perform: planning, organizing, leading and controlling.
· Two types of top managers: conservative (cautious approach) and innovative (creative approach)
· Planning 
Conservative: formal, top-down planning
Innovative: All managers encouraged to participate in decision making.
· Organizing 
Conservative: Well-defined hierarchy of authority and clear reporting relationships. 
Innovative: Organic, flexible structure.
· Leading 
Conservative: Rigid MBO (management by objects) and constant monitoring
Innovative: Managers lead by example, encourage risk-taking.
· Controlling 
Conservative: Bureaucratic control
Innovative: Clan control



Human resources management
Human resource management (HRM) – process of determining human resources needs and recruiting, selecting, developing, motivating, evaluating, compensating, and scheduling employees to achieve organizational goals. 
Human Resource Planning Process:
· Preparing inventory of organization’s employees — includes ages, names, education, capabilities, training, specialized skills and other information relevant to firm.
· Preparing job analysis — study of what is done by employees who hold various job titles. Necessary for recruitment and training of employees. Results in: job description and job specifications.
· Assessing future demands — training programs should start before the need is apparent. HR managers should forecast, so trained people are available when needed.
· Assessing future supply — labor force is changing (becoming older, more women hired, more technical), increased shortages of workers and oversupply of others.
· Establishing a strategic plan — addresses recruiting, selecting, training and developing, appraising, compensating and scheduling that labour force. 
recruitement 
Recruitment: Set of activities used to obtain sufficient number of right people at the right time. Difficult chore; involves finding, hiring and training people who fit the organization.
internal sources vs. external recruitment
· Internal sources: Less expensive, internal hiring also maintains employee morale.
· External Recruitment: using advertisements, internet, school placement centres, employment agencies. Involve difficult decision making
what do employers want today?
· Self confidence
· Critical thinking skills
· Communication skills
· Team working skills
· Sense of responsibility
· Positive attitude
· Adaptation skills
selection
Costly, so it’s a quite important element. Gather information as to who should be hired, within legal guidelines, and accordance to the individual and the organization.
selection process
· Obtaining complete application forms — help applicant’s educational background, past work experience, career objectives and other qualifictions directly relate to the job.
· Conducting initial and follow-up interviews — Staff member from human resources department screens applicants in first interview. If they have potential, manger will interview as well.
· Giving employment tests — tests help measure basic competencies in specific job skills. Also outlines applicant’s interests and personality.
· Confirming background information — confirm a candidate’s work & school record, references etc. 
· Establish trial periods — hiring employees conditionally allows them to prove their worth. Firm can either hire or fire the employee after evaluation. Allows to spot inefficient employees, still costly.
Testing
Ability tests – assesses the extent to which applicants possess skills necessary for job performance, such as verbal comprehension or numerical skills. 
Performance tests – measures job applicant’s performance on actual job.
Intelligence tests – measures general intellectual ability to perform job.
Personality tests - measures personality traits and characteristics relevant to job performance. 
Validity problems? 
training and development
Attempts to Improve productivity by increasing employees performing abilities. Training = short term skills. Development = long term abilities. 
training and development process
· Assessing needs of organization and skills of employees determine training needs.
· Designing training activities to meet the needs
· Evaluating effectiveness of training
forms of training
· On the job — employee learns by doing task or watching others and imitating them. Done at workplace.
· Off the job — in this employees attend classes via internet. Occurs away from workplace, internal/external programs to develop skills that foster personal development (EG. FARMBOY ONLINE TRAINING focused on PERSONAL customer service skills)
compensating employees
Proper rewards for efficient, productive work.
Retaining valued employees.
Maintain competitive position with satisfied work force.
Provide protection from layoffs, illness, and disability.

trends
· Technology, globalization, and downsizing.
· Employees working at home.
· Emphasis on employee participation, teamwork, customer satisfaction.
· Better training, higher education. 

challenges
Excess of untrained workers.
Older workforce 
Low morale due to downsizing
Increase in part-time/contact workers
Cheap labor from low wage countries 
New and innovative compensation packages.






marketing
Process of planning and executing conception, pricing, promotion and distribution of goods and services to create exchanges that satisfy individual and organizational objectives.

market segmentation 
Geographic — dividing market by geographic area
Demographic — dividing market by age, income, education level
Psychographic — dividing market according to personality of lifestyle
Income/lifestyle — RollsRoyce etc. are geared for individuals who have a certain life and high income. 
what does marketing deal with
consumer goods
Developed for and sold to consumer
Types: 
Convenience — available anywhere
Shopping
Specialty — only at specialty stores
Unsought  — don’t plan on buying. Ie, casket.

industrial goods
Created by one industry for another for the use of production

services 
Develop an expertise in an area and follow that service

marketing mix
products
Branding, packaging, size, shape, color, image
Developing new products
Idea development
Screen new ideas
Business analysis
Product development
Test marketing
Full introduction
Different strategies
Width — Least expensive —> most expensive
Depth — taking the most expensive and there are different models 
Consistency — Developing and marketing products that are already similar to what you are marketing. So you already know how to market them  


product life cycle
Introduction — consumer awareness and acceptance of product
Growth — increase in sales, peak in profit. Decline as competition enters
Maturity — sales continue to peak and decrease. Lots of competition.
Declining — sales falls. 

pricing strategies 
Skimming — new product has high price to make high profit when theres little competition
Penetration — low price for more customers, discourage competitiors
Price lining — limited number of prices for selected groups or lines of merchandise 
Loss leader — discounts, will attract business
Bait/switch — bait customer to cheap product, switch them to expensive.
Skim the cream — high price to attract those who can afford
Psychological — price it at certain point to make it appear cheaper than it is
Promotional — cash, seasonal, quantity
Everyday low pricing — prices lower than competitiors, no special sales. Consumers need not wait for sales.
High-low — prices higher than EDLP, but have special sales where prices are lower than competitiors.

Promotion
Selecting appropriate technique to sell: persuade, inform and influence
Motivating customers to BUY.
Tools used include: advertising, personal selling, public relations, sales promotion. Combination of tools = promotion mix
1. Personal selling — person to person, allows to communicate specific info. Costly.
2. Sales promotion — provides incentive to buy. Premiums = gifts with promotions
3. Publicity — through mass media, not paid for. Focuses on company’s activities and products, geared towards society.
4. Advertising — done through various media outlets, paid non-personal communications. Includes comparison, online, product advertisement.
Product: Direct — BUY IT NOW! }{  Indirect — Buy whenever.

subliminal perception — signal embedded in another object, affects subconscience.

marketing mix

brand equity
Combination of awareness, loyalty, perceived quality, images, emotions etc. people associate with a brand.

brand loyalty
Satisfied customers who enjoy the brand and will purchase more.

brand awareness
When product category is mentioned, how quickly or easily a certain brand comes to mind.
















Financial Ratios: 
Profitability Ratios: ratios that measure the amount of operating income or net income an organization is able to generate relative to its assets, owners’ equity, and sales
· Profit Margin: net income divided by sales
· Return on assets: net income divided by assets
· Return on Equity: net income divided by owners’ equity; also called return on investment
Asset Utilization Ratios: ratios that measure how well a firm uses its assets to generate each $1 of sales
· Receivables turnover: sales divided by accounts receivable
· Inventory turnover: sales divided by total inventory
· Total asset turnover: sales divided by total assets

Liquidity Ratios: ratios that measure the speed with which a company can turn its assets into cash to meet short-term debt
· Current ratio: current assets divided by current liabilities
· Quick ratio (acid test): a stringent measure of liquidity that eliminates inventory

Debt Utilization Ratios: ratios that measure how much debt an organization using relative to other sources of capital, such as owners’ equity
· Debt to total assets ratio: a ration indicating how much of the firm is financed by debt and how much by owners’ equity
· Times interest earned ratio: operating income divided by interest expense

Maslow’s Hierarchy of Needs
An arrangement of five baisic needs that, according to Maslow, motivate behaviour.  Maslow proposed that the lowest level of unmet needs is the prime motivator and that only one level of needs is motivational at a time.
Motivational Needs
Self Actualization (self-fulfillment, realizing your potential
Ego (feel good about oneself, status and recognition)
Social (need to belong, interaction with others).

Maintenance Needs
Safety (protection, secure, shelter)
Physiological (food, water, etc)
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Owner’s Equity -- The owners' interest in the assets of a business. Owners' equity includes the amount invested by the owners plus the profits (or minus the losses) in the enterprise.
	3 MANAGERIAL ROLES INDENTIFIED BY MINTZBERG

	INTERPERSONAL
	Interrelate with others
Includes: figurehead, leader, and liaison

	INFORMATIONAL
	Communication and delegation  get information out to everyone
Includes: monitor, disseminator, and spokesperson

	DECISIONAL
	Cases + how to make rational and logical decisions
Includes: entrepreneur, disturbance handler, resource allocator, and negotiator



Herzberg’s set of needs:
Motivators: Job factors that cause employees to be productive and that give them satisfaction
· Work itself, achievement, recognition
Hygiene Factors: Job factors that (can) cause dissatisfaction if missing but not necessarily motivators if increased
· Company policy, pay, working conditions
Job Enrichment: motivational strategy that emphasis motivating the worker through the job itself
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Decision-Making Aids
* EXPECTED VALUE CONCEPT & PAYOFF MATRIX
o The use of probabilities to measure the value of various outcomes for
each alternative.
o Expected Value = Income Produced x the Probability of Generating

EV.=1xP
o Company wants to increase revenue by 1000008
FAlternatives | Anticipated Y | Probability of Y
(income)
New product 150,000% 55 55%)
Develop new 125,000 70 (70%)
marketing program
Modernize P 110,000 8 (88%)

Which option is the best?

Pay-off matrix - best option... (one with highest E.V.)
$150,000x.55 = 825008
$125,000 x.70 = 875008
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